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摘  要 
I 
摘  要 
对企业来说，新闻报道不仅能传播信息，还会影响企业的形象。本文运用内
容分析的方法，分析 2004 年至 2013 年间关于欧莱雅企业的网络新闻报道内容，
探讨网络新闻对欧莱雅形象的影响。研究发现： 













条）、产品质量（357 条）、财务（272 条）和管理者（253 条）；负面新闻报道较
多的依次是产品质量（305 条）、产品欺骗即产品不合格导致的诚信问题（278


































For a corporate, the news report can not only spread the information but also 
influence image. Through the method of content analysis, this paper has analyzed the 
network news regarding L’Oreal from 2004 to 2013 so as to discuss the corporate 
image of L’Oreal. The research result will be presented as follows.  
First, during the period from 2004 to 2013, the total number of the pieces of 
network news regarding L’Oreal reached 4256, 78.2 percent of which are 
non-negative reports, the rest of them are negative. Whether it is the total amount of 
news report or the amount of non-negative (negative) report, there has been an 
upward tendency with time. The year of 2008 can be seen as a turning point, before 
which L’Oreal is faced with little negative news and slow growth rate. After 2008, the 
brand has experienced a rapid increase in the amount and growth rate. 
Second, the classification of news content can be used as the index to evaluate 
L’Oreal’s corporate image. With the small amount of unclassifiable news excluded, 
the network news regarding L’Oreal can be classified into 15 groups, namely human 
resource, corporate culture, innovation, production, product, service, promotion, 
capital operation, corporate cooperation, corporate competition, social commitment, 
credibility, performance, stock quotation and others.  
Third, among the 15 groups above, the groups with the non-negative network 
news accounting for higher than 10 percent have included the promotion (23.4 
percent), product (19 percent), capital operation (14.4 percent) and human resource 
(10.4 percent). With regard to the negative news, those groups have included the 
credibility (43.8 percent), product (22.2 percent) and human resource (14.6 percent). 
From the dimension of individual item, the items with the most non-negative news 
have been listed as the public relation (575), investment (516), product quality (357), 
finance (272) and manager (253). The items with the most negative news are the 















(278), manager (188), the infringement on the trademark (136) as well as the 
deceptive advertising (94).  
Fourth, judging from the current situation of network news, L’Oreal should give 
top priority to the human resource, innovation, production, product, service, 
promotion, capital operation and credibility to build a positive corporate image. And 
the corporate culture, public responsibility, enterprise cooperation and competition 
can be further optimized. Then the performance and stock quotation are the 
comprehensive factors. 
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化妆品市场，我国化妆品进出口总额达 46.64 亿美元，其中进口金额 16.87 亿美
元。不过，外资品牌占据中国化妆品市场的绝大多数份额，欧莱雅集团是典型的
巨头垄断者。在 2014 年 Interbrand 全球 佳品牌价值排行榜中，欧莱雅集团
在化妆品行业中排名第一，品牌价值 101.62 亿美元。作为全球 大的化妆品集






互联网时代这很大程度上得益于网络信息的传播。根据 2015 年《第 35 次中国互
联网络发展状况统计报告》显示，截至 2014 年 12 月，中国网民规模达 6.49 亿，






























形象的学者是 Gardner 和 Levy（1955），他们提出了形象的定义，即形象是消费
者对品牌的一系列观点、情感和态度。目前对企业形象概念的理解可以概括为以
下几个角度:  
（1）知觉特征的角度。不少学者认为形象是一种认知和情感 (Mazursky & 
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